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the public roads and other similar places” (FAO, 
1997). However the World Health Organization 
(WHO) classifies food based on the place where it is 
prepared:  “prepared in traditional shops and labora-
tories,” “prepared at home,” “prepared in markets,” 
and “prepared on the street” (WHO, 2010). In prac-
tice, it is usually meant to include all food ready for 
fast and immediate consumption, while standing, 
sitting, or even walking. Also, it is generally sold 
in single-serve portions, contrary to restaurants, 
because it is prepared and sold by street vendors at a 
specific point of sale in a public place, or by mobile 
Introduction
Current economic and cultural innovation is 
leading stakeholders towards consumption pat-
terns aimed at satisfying both material and immate-
rial needs. At the same time, new ways of selling 
food are bringing producers and consumers closer 
together, enhancing the link with the local area.
The Food and Agriculture Organization of the 
United Nations (FAO), describes street food as 
“food and drinks ready for consumption, prepared 
and/or sold by professionals or traders, mainly on 
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Street Food
In the last decade food sector competitiveness 
has been growing consistently, due in part to con-
tinuous and rapid changes in lifestyle and consumer 
habits—interest in street food being an example of 
how these changes can alter behavior patterns and 
diets.
Street food has high social and economic value 
(FAO, 2009; Tinker, 1999) and is useful for 1) safe-
guarding cultural and social heritage (Alves da 
Silva et al., 2014; Long-Solís, 2007), 2) stimulating 
and promoting tourism (Privitera, 2015; Steyn & 
Labadarios, 2011; Wei, 2015), and 3) offering new 
opportunities for entrepreneurship and income all 
over the world (Caramaschi, 2017; FAO, 2009).
A risk for food safety is diet. The contribution 
of street food in terms of calories and nutrients is 
crucial, especially in developing countries (Blair, 
1999; Ekinci, Sirakaya-Turk, & Prediado, 2013; 
FAO, 1997; Khairuzzaman, Chowdhury, Zaman, 
Mumun, & Bari Md, 2014; Pappas, 2016) but also 
in Europe (Darmon, 2009).
Some characteristics of street food are similar 
throughout the world. It is 1) ubiquitous—2.5 bil-
lion people consume street food every day world-
wide because of low cost and convenience (FAO, 
2012), 2) vital—continuously increasing, providing 
entrepreneurial opportunities with low initial capi-
tal investment, 3) accessible—for fast consumption, 
practical, and cheap, and 4) sustainable—often pre-
pared with fresh and local ingredients.
In Europe, the popularity of street food has 
resulted in the appearance of a growing number 
of fast food outlets like the Dutch FEBO in town 
centers and markets of cities like Palermo and 
Florence, selling sandwiches with “lampredotto” 
or “milza” (spleen). This development is ongo-
ing (Basinski, 2014), linking diversified traditions 
(e.g., the kebab, the typical Mediterranean street 
food which has become immensely popular in the 
last decade).
Development of Street Food
In the last 10 years street food has been a food 
service, characterized by strong local values. The 
cities of the north saw the rise of vans waiting on 
vendors only on special occasions such as village 
trade fairs, festivals or open-air concerts.
Some 2.5 billion people worldwide consume 
street food every day, because of its low cost, easy 
availability, and convenience. Street food is of high 
socioeconomic value, as it contributes to preserv-
ing the culture and food heritage of a place, with 
benefits also in terms of increased tourism, as it 
attracts those wanting to enjoy the flavors of local 
gastronomic specialties.
On the downside, in some cases street food tends 
to lose the local identity and become impoverished 
in terms of diversification of preparations, as well 
as decline in health and hygiene standards. Glob-
ally, WHO sets five rules of health and hygiene for 
the street food sector, stressing the importance of: 
1) “keeping clean,” 2) “separating raw from cooked 
foods,” 3) “cooking in the correct way,” 4) “keep-
ing food at a safe temperature,” and 5) “using water 
and safe raw materials” (WHO, 2006). These five 
rules are crucial, as the method and place of prepa-
ration do not always comply with even the most 
basic rules of hygiene and safety.
Many studies in street food (Alonso, Sakellarios, 
& Bressan, 2017; Atadil, Sirakaya-Turk, Meng, 
& Decrop, 2018; Azanza, Gatachalian, & Ortega, 
2000; Liu, Zhang, & Zhang, 2014; Sabbithi et al., 
2017; Zhou, Qu, & Li, 2016) have indicated that 
not enough attention is paid to hygiene and safety.
As demonstrated by Alfiero, Lo Giudice, and 
Bonadonna (2017), compliance with hygiene require-
ments (including equipment and availability of basic 
services) is an ingredient for the success of commer-
cial food truck services.
This work investigates various business models 
in an effort to explain the features of street food and 
draw public attention to it, highlighting what con-
tributes to counteracting the general trend to flat-
tening of flavors and to developing tourism while 
safeguarding local identity.
Street food is influenced by local culture and 
social context, and this study analyzes and compares 
two businesses operating in as many different loca-
tions, highlighting their individual characteristics.
The preliminary results of an ad hoc question-
naire are illustrated. Two street food operators were 
selected based on specific parameters including 
length of activity in the market, type of products 
offered, place of preparation, and point of sale.
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trucks or other vehicles in a public space equipped 
for preparing and handling food. The menu consists 
of low-cost fast food such as hot dogs, sausages, 
and precooked vegetables.
In the last decade a new type of food truck has 
been introduced—GFTs aimed at the more sophis-
ticated customers expecting better quality, selected 
raw materials, attractive presentation, and traditional 
revisited recipes (Alfiero et al., 2017; Alfiero, Wade, 
Taliano, & Bonadonna, 2018). Apart from the food 
services served from a truck, there are other options 
for providing food to consumers out walking, such 
as pizzerias serving sliced pizza, ice cream parlors, 
or traditional roast chestnut vendors.
Street food can also be seen as a means for 
attracting tourists. The increased demand for qual-
ity and traditional street food has brought about an 
increase in the number of dedicated gastronomic 
events in the last 5 years, from 9 events in 2013 to 
27 in 2014, up to 55 in 2017, based on information 
available online (streetfood.it, streeatfoodtruckfes 
tival.com, facebook.com, foodtruckfest.it).
The Food Truck Fest attracted 15,000 visitors, 
whereas the media estimated 60,000 people/event 
for Streetfood.it, 100,000 people/event for the 
International Street Food Parade and for the Street 
Food Truck Festival (Table 1). This seems to con-
firm the value of street food events in terms of tour-
ist attraction.
Methods
Based on the above information, the street food 
situation has been reviewed through a comparison 
between north and south, which differ as regards 
regional interpretation of this particular food 
service.
street corners to meet the food needs of night owls 
and party goers.
In central and southern areas street food became 
an integral part of the social and cultural fabric of 
local communities. Examples of this include the 
Florentine “lampredotto,” the “pani ca ‘Meusa” of 
Palermo, the “Ascolan olives,” the “rustic salentini,” 
and the “Cuoppo Fritto” of Naples.
A study by Coldiretti (2016) points to a record 
growth of street food by +13%, mostly between 2015 
and 2016, with more than 2,200 businesses involved 
in the preparation of ready-to-eat food (market or 
mobile based). In the same period, two out of three 
consumers bought street food, 81% of them purchas-
ing local traditional food, 13% opting for interna-
tional products, and 6% going ethnic. The same study 
highlighted a loss of local identity, impoverished 
diversification of preparations, and, in some cases, 
a decline in health and hygiene (Coldiretti, 2016).
The reasons for the success of street food seem 
to be a continuous search by discerning consum-
ers for high-quality ingredients and a change in the 
pace of life, which became increasingly frenetic, 
accompanied by reduced rest breaks at work and 
less disposable income.
Street Food and Tourism
Italy has a long tradition of catering services 
available “on the street.” In particular, street food 
services are popular at open-air concerts and/or 
sporting events, as a substitute for conventional 
food services, as part of the nightlife scene, as well 
as at industrial plants on working days in daylight 
hours. Trucks are normally set up to offer this ser-
vice and can be either “Traditional Food Trucks” 
(TFTs) or “Gourmet Food Trucks” (GFTs). TFTs are 
Table 1
Number of Events in Italy by Organization
2017 2016 2015 2014 2013 Persons/Event
StreetFood Truck Festival 11 11 11 2 – 100,000
International Street Food Parade 10 10 4 1 – 100,000
Streetfood.it 24 25 31 24 9 60,000
Food Truck Fest 10 7 4 – – 15,000
Total 55 53 50 27 9 275,000
Source: Authors’ elaboration based on information available online (streetfood.it, streeatfoodtruck 
festival.com, facebook.com, foodtruckfest.it).
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food businesses over the last 24 months that have 
proved commercially successful. The Turin busi-
ness was La Pescheria di Beppe Gallina (PBG), 
ideally located in the farmers’ market on the north-
eastern side of Porta Palazzo, and the Catania busi-
ness was the Scirocco Sicilian Fish Lab (SSFL), 
run by Marco Timpanaro, directly overlooking the 
fish market ‘A Piscaria.
Study Areas
Porta Palazzo Market. Porta Palazzo is the largest 
market in Turin (Alfiero et al., 2017; Black, 2012; 
Gilli & Ferrari, 2018; Peira, Bollani, Giachino, & 
Bonadonna, 2018), the city of the Salone del Gusto 
and Terra Madre, slow food’s most famous events 
(Hendrikx, Dormans, Lagendijk, & Thelwall, 2017; 
Myers, 2013), and Eataly (Bertoldi, Giachino, & 
Stupino, 2015; Sebastiani, Montagnini, & Dalli, 
2013), the only Italian distribution chain of national 
high-quality foodstuff with supermarkets all over 
the world.
The Porta Palazzo market is open for business 
daily from Monday to Friday from 7:00 am to 2:00 
pm and Saturdays from 7:00 am to 7:00 pm, with 
more than 1,000 itinerant stalls. It was moved to 
its current location on August 29, 1835, having 
received a church ruling, after an outbreak of chol-
era, that prohibited the sale of food products in the 
“Palazzo di Città” square (at the time “Delle Erbe”) 
and “Corpus Domini” square, home to Turin’s main 
market since the Middle Ages. First, two canopies 
were built and then rows of shacks were set up for 
the markets of fabrics, trinkets, and earthenware. 
The icehouses for food storage were located under-
ground below the square, accessed by carts carry-
ing ice produced from snow collected in the town, 
except in mild winters and during periods of short 
supply of snow when it was transported from the 
mountain region of Moncenisio.
Porta Palazzo is an alternative trading system 
to large-scale retail trade that provides a choice 
of products from different product categories. 
It is estimated that there are 100,000 visitors a 
week with 25,000 on Saturdays. The food section 
includes the outdoor fruit and vegetable market 
with 276 stalls, the IV food market (called Tettoia 
dell’Orologio) with 78 stalls, the V food with 
Street Food Operators
The multiple case method used involved first 
selecting the operators, followed by highlighting 
the relative differences in service development 
and subsequently comparing differences within the 
study group (Baxter & Jack, 2008). This method 
explains the dynamics within a single context 
(Eisenhardt, 1989). The case studies offer insights 
otherwise not necessarily apparent (Rowley, 2002). 
Subsequently, we used different parameters to iden-
tify two market operators who had only recently 
entered the street food business in the country.
The first parameter was the time spent working 
in the street food market (18–24 months). This time 
frame was considered essential to evaluate opera-
tors with little experience in the street food sector 
but whose business could be considered profitable 
shortly after starting.
The second parameter was the type of product 
offered, the idea being to identify two operators 
who had the same product category as a main ingre-
dient of their menu and who integrated the concept 
of tradition and local area in their philosophy.
The third parameter was the point of sale and its 
features. The first aspect was geographical location 
based on the assumption that there are conceptual 
differences between north and south. The second 
aspect related to tourism and therefore the point of 
sale had to be situated near an adequate flow of tour-
ists. Food trucks were excluded because, although 
from the most populated category of operators in 
the street food service, they did not feature a single 
point of sale and would not have fulfilled the need 
for a well-defined location. The two case studies 
selected for the research were evaluated using vari-
ous sources (Eisenhardt, 1989), including online 
(company website, reports, etc.).
The combined parameters pointed to two opera-
tors whose catchment area was near two markets 
benefiting from a steady flow of tourists, although 
not necessarily recognized as such, when com-
pared with that of major tourist cities (i.e., Rome, 
Venice, and Florence). The markets in question 
were Porta Palazzo, the main market of Turin, and 
‘A Piscaria, the fish market of Catania. The prod-
uct category chosen was fish products because both 
markets have seen the addition of two new street 
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Interviews and Questionnaire
To gather the information needed, a semistruc-
tured interview was chosen in line with Alvesson 
(2003). The first interview was held on October 12, 
2017 regarding PBG, and the second on November 
10, 2017 on SSFL. Interviewees included owners 
and managers of the two businesses, interviews 
lasting 48 min and 1 hr 17 min, respectively.
The purpose was to collect all information needed 
to assess the features of each business model (Fideli 
& Marradi, 1996; Pitrone, 1984). We visited both 
companies before conducting interviews onsite. 
Subsequently, we analyzed results separately to 
avoid influencing one other (Atkinson & Shaffir, 
1998). Each analysis and the fundamental elements 
identified were then compared.
There were three parts to each interview. The first 
was a description of the company and family back-
ground, its business philosophy and core business, 
managerial and organizational aspects, and differ-
ent approaches to integrating the concept of inno-
vation and tradition into the company philosophy.
In the second part the interviewees were asked to 
describe the strengths, weaknesses, opportunities, 
and challenges of the street food business and the 
concepts of innovation and tradition, and whether 
street food was a driver for local tourism.
The third part asked for information on street 
food menus, with number of products on offer, 
their description, and pricing. Owners were asked 
to describe the type/purpose of their street food 
business according to key parameters (traditional, 
innovative, necessary, fashionable, effective, tour-
ist, local area/catchment area/local demographics, 
meeting market demand). Finally, questions were 
asked about the relationship between street food 
and incidence of tourism, the city, season, com-
petition, location, and cultural contamination. To 
achieve objectives, a review of outputs was made to 
spot any differences in the approach to street food 
in two cities.
The Business Model Canvas
To prepare the questionnaire for subsequent 
comparison of the two operators selected, we 
decided to adopt the business analysis model 
40 stalls, the fish market with 15 stalls, and the 
Farmers’ Market (called Tettoia dei Contadini) 
with 69 operators.
The ‘A Piscaria Market. The archaeological 
city of Catania near the Etna volcano (Mentesana, 
De Benedetto, & Fiorentino, 2018) has alterna-
tive food outlets (Scuderi, Bellia, Foti, Timpanaro, 
& Sturiale, 2016; Scuderi, Foti, & Stella, 2018) 
and vocational tourist attractions (Privitera, 2015; 
Privitera, Nedelcu, & Nicula, 2018).
There are two typical historical markets in Catania: 
the ‘A Piscaria and the Fera du’ Luni. They are both 
located in the heart of the city albeit with some differ-
ences. Over the years, the ‘A Piscaria has maintained 
the features of a traditional market and is still man-
aged by locals selling mainly “traditional” food. The 
Fera du’ Luni is managed by locals and by  people 
from different countries who have brought in new 
products including food. Consequently, the latter is 
more similar to other Italian markets such as that of 
Piazza Vittorio in Rome or Porta Palazzo in Turin.
In particular, the ‘A Piscaria (literally the “fish 
market”) is one of the most significant landmarks 
in the city. The market is located between the 
harbor and the city center, just off Piazza Duomo 
(Catania’s main square), and was originally closer 
to the seashore before a landfill operation changed 
the city’s layout. Opening days are Monday to 
Saturday, usually between 8:00 am and 2:00 pm. 
Produce include a wide selection of local fish and 
durables. Over the years numerous food outlets set-
tled around A’ Piscaria, including taverns, restau-
rants, and, more recently, street food vendors.
The market area comprises two main squares, 
namely Piazza Alonzo Di Benedetto (Fishermen’s 
Square) and Piazza Pardo (Fishmongers’ Square). 
Piazza Di Benedetto is the main market square and 
lifeblood with fishermen busy selling the fish they 
catch themselves. Close to it is Piazza Pardo where 
fishmongers (retailers) keep stalls: according to 
Marovelli (2016), there are 12 fishmongers’ stalls 
in the square.
The market also has shellfish stalls next to the 
fishmongers. There are 6 quite small shellfish stalls 
(Marovelli, 2016), made up of steel drums full of 
water, where shellfish are kept alive. Some are 
fished locally and the rest arrives from the Adriatic 
Sea or France.
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approach would provide a more accurate assess-
ment of value proposition carried out by street food 
operators.
Results
BMC and its seven dimensions of analysis 
were used, focusing on entrepreneurial issues 
of small businesses such as those described in 
this article, but it was not possible to reconstruct 
their cost structure or revenue streams. However, 
the research helped highlighting those elements 
that characterize the two operators’ businesses 
(i.e., the aspects they had in common and those 
that were different), also considering the oper-
ating conditions of each locality. The consider-
ations for each dimension of analysis are detailed 
below.
Value Propositions
One of the main differences between the two 
operators emerged from the different choices in 
terms of value proposition. PBG’s street food 
business developed gradually alongside its origi-
nal business of selling raw fish products. The key 
idea was to have people try dishes at the same 
point of sale as the raw ingredients used in their 
preparation. This new concept benefited signifi-
cantly from the strong and established identity 
and reputation of selling fish locally. SSFL, on 
the other hand, started purely as a street food 
operator, which was probably an advantage as 
in southern Italy street food culture was already 
established.
Key Resources
Both operators mostly relied on top quality fish 
products, strategically located points of sale, and 
strong family traditions. In SSFL’s case, staff were 
trained to serve tourists and international visitors, 
considered to be a strategic asset.
Key Activities
The two vendors are very different. Selling fish 
products was still PBG’s core business, street food 
(Zott, Amit, & Massa, 2011) known as Business 
Model Canvas (BMC) (Osterwalder & Pigneur, 
2010) which defines eight dimensions and high-
lights the main characteristics of each business.
BMC explains the strategy to create value by 
enterprise (Osterwalder & Pigneur, 2010). The 
object of a business model is to stimulate the shar-
ing of information to create a communication 
advantage and increase knowledge about the pro-
cesses involved at all organizational levels.
BMC is a visual language made up of blocks, 
each a fundamental element of enterprise: value 
propositions, key resources, key activities, key part-
ners, customer segments, customer relationships, 
channels, cost structure, and revenue streams.
BMC is a useful support tool for entrepreneur-
ial initiatives in education (Zeng & Honig, 2016), 
to enhance students’ business initiatives (Haertel, 
Terkowsky, & May, 2016) towards team collabora-
tion (Neumeyer & McKenna, 2016) and to transfer 
business knowledge (Jackson, Scott, & Schwagler, 
2015). It is also considered a tool for organizing 
university planning (Rytkönen & Nenonen, 2014) 
and healthcare sector planning (Qushem, Dahlan, 
& Ghani, 2016).
BMC is a tool for helping small and medium 
enterprises (SMEs) to manage the critical phase 
of  “grow or die” (Frick & Ali, 2013) and start-
ups (Ojasalo & Ojasalo, 2016), as well as assess-
ing the evolution of SMEs (Jingga & Limantara, 
2015), and comparing small business activities 
or students’ perception by means of other techni-
cal tools (Osterwalder & Pigneur, 2010; Türko, 
2016).
BMC has been applied in the food sector: improv-
ing sustainable development (Rivera & Hoyos 
Concha, 2016), supporting the protection and 
maintenance of acquired advantages and competi-
tiveness (Dudin, Lyasnikov, Leont’eva, Reshetov, 
& Sidorenko, 2015; Pokorná, Pilar, Balcarová, & 
Sergeeva, 2015), implementing and developing 
products and complementary services (Cantino, 
Alfiero, Cane, & De Bernardi, 2016; Martikainen, 
Niemi, & Pekkanen, 2014).
In line with some authors (Baldassarre, Calabretta, 
Bocken, & Jaskiewicz, 2017; Bocken, Rana, & 
Short, 2015), we believe BMC could be applied 
not only to one kind of stakeholder (i.e., the cus-
tomer) but also to the environment and society. This 
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partnered with packaging and know-how experts 
and drinks suppliers.
Customer Segments
PBG’s main clientele included customers of 
Porta Palazzo market, which is where the business 
is located and passers-by and tourists are a second-
ary factor. SSFL focused on the regular flow of 
tourists typical of Catania’s fish market.
taking second place, whereas SSFL only sold street 
food.
Key Partners
Both key partners shared the importance of 
establishing good relations with direct suppliers of 
raw fish products, although they differed in other 
respects. PBG’s strengths included trusted staff, 
acclaimed/top chefs, and organized events. SSFL 
Table 2
Summarized Early Results of the Research
La Pescheria di Beppe Gallina (PBG) Scirocco Sicilian Fish Lab CT (SSFL)
Value propositions: The value proposi-
tions are those products and services that 
represent a value associated to a specific 
client segment.
Direct sales of raw material; Zero km 
take aways
Zero km take aways
Key resources: These include strategic 
assets the company needs in order to start 
and maintain its business model.
Family support and experience; 
Top quality raw materials (fish 
products); Strategic positions for 
points of sale
Business talent
Family support and experience; 
Top quality raw materials (fish prod-
ucts); Strategic positions for points of 
sale; Business skills and training; Staff 
training—foreign language and people 
skills for staff serving customers and 
practical, work experience for cooks
Key activities: These activities describe 
those tasks which must be carried out 
in order to create and sustain the value 
propositions, reach customers, maintain 
good relations with them and generate 
income.
Sales of raw materials; Food outlet 
(fishmongers/take away/street food)
Food outlet (Street Food)
Key partners: This part defines the net-
work of suppliers and partners necessary 
for the correct workings of the business 
model. 
Trusted direct suppliers (e.g., Ligu-
rian fishermen); Regular and trusted 
staff; 
Partnership with prestigious chefs 
and organized events
Trusted direct suppliers (fish market); 
Consultancy to define the business and 
determine the menu; Packaging sup-
pliers; Drinks suppliers
Customer segments: This part covers the 
different groups of people and/or orga-
nizations that make up the company’s 
target.
Market goers; Tourists (especially in 
summer)
Tourists
Customer relationships: This part 
describes the type of relationship the 
company establishes with certain types of 
customer. For example, how a company: 
acquires new customers, gets them to 
keep coming back, increases sales.
Try to make customers regular; Good 
local reputation (Maestro del Gusto/
Slow Food)
Partnerships with local accommoda-
tion facilities; Strategically placing 
points of sale in touristy locations; 
Promotions
Channels: This part describes how the 
company reaches a certain segment of 
clientele in order to present and sell them 
its proposition of value.
Presence in tourist and “foodies” 
guides; Website; Social network; 
Situated on the edges of the Porta 
Palazzo market; Word of mouth
Social network; Website; Presence in 
tourist and “foodies” guides; Situated 
in the fish market, near the port (where 
cruises dock), busy thoroughfare; 
Word of mouth
Source: elaborated by the authors.
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